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Congratulations!! 
Welcome to Instant Point Of Sale Systems, your do-it-yourself guide to 
creating an effective system for your company. 

Once you’ve been through this guide, you’ll know precisely what it takes 
to produce a Point Of Sale System, which generates increased sales. More 
importantly, you’ll have a selection of effective systems to get you started. 

This is the next step in your marketing success story. From this point 
on, you won’t have to stab in the dark - you’ll have clear direction. 
You’ll start to see some real results for your marketing dollar. 

I personally guarantee it. 

How To Use This Guide
After reading the introduction and background, jump straight in and start 
going through ‘The 7 Steps To Point Of Sale System Success’. 

Each step covers an important aspect of Point Of Sale Systems - these are things 
that you must give careful consideration to... before spending hundreds of dollars on 
producing your new system. 

You might be surprised with the how much this exercise reveals about your business. It may get you thinking about 
important issues that have never crossed your mind. If some of this information is new to you, don’t be concerned - 
there’s never been a better time to start seeing results from your Point Of Sale System. 

Make sure you make notes in the spaces provided. When you come to putting together your first system, you’ll need 
to refer back to these scribblings. 

Later sections offer more in-depth explanations of how to come up with good headlines and offers that will have 
your customers buying. You’ll even find headlines starters and examples of good offers. 

The last sections bring it all together, with templates of different marketing pieces that will go together to form the 
basis for your new system. That means you can combine your new knowledge into a format you can be confident 
will bring results. 

Now, it’s time to get started - there’s customers out there just waiting to come and deal with you. You just need the 
right Point Of Sale System ... 

The Nature Of Point Of Sale Systems 

What is a successful Point Of Sale System? 
Basically any Point Of Sale System which results in increased sales, can be considered successful. The objective of 
your Point Of Sale System is not amuse your clients as they stand in a queue at your checkouts, the objective is to 
get them buying products that they may not have otherwise considered. 

As you probably know, to get a new customer, you need to invest money in marketing. This means that you have an 
acquisition cost for each new customer. Your acquisition cost is determined by how much your marketing costs are, 
divided by how many customers it brings into your store. Once you’ve calculated this figure you can then work out 
how many times each customer needs to purchase from you before they become profitable. In the average business 
this will mean selling to them 2.5 times before you begin to make a profit. 
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Your Point Of Sale System then is the tool that you use to increase your average 
dollar sale. If your customers buy the bare minimum from you, you’ll actually be 
losing money each time you acquire a new customer. By using a well thought 
out Point Of Sale System, you increase the amount of money that each 
customer spends with you, thus turning them into, a profitable customer. 

What makes a successful Point 
Of Sale System? 
There are a number of key elements which combined, go to making 
up a successful Point Of Sale System. The most important of these is 
the selling message. You’ll find out which type of messages work best 
in later sections. Another important consideration is any offers you’re 
making. No matter how well written, or entertaining your Point Of Sale 
System is, if you don’t make great offers, it will not bring you additional 
sales. 

In the following pages you’ll learn how to write point of sale headlines that 
work, how to position your poster for maximum impact and which type faces 
have the best recognition. You’ll discover how to use sales scripts, how to position 
slow moving stock and which angles and appeals work best. 

Testing & Measuring
Before you get started, it’s critical that you understand the principal of testing and measuring. 

Just the same way you’d try different ads in the paper to see which one worked the best, you need to be prepared to 
change your counter displays around and find out which approach works the best. 

Remember, it’s always better to hand out 20 newsletters, catalogues or brochures that don’t work, than 20,000. Even 
if you love your new system, and everyone who sees it goes crazy, it’s important to keep your head, and avoid going 
too far too soon. 

Take it slow at first, check the response then gradually increase the numbers. If you hand out 100 marketing pieces, 
and find that 10 of the coupons or ads come back, it should follow that 10,000 pieces should turn into 1000 
additional sales. 

Of course, nothing is ever that certain in marketing or business, and you really have to wait and see. Having said 
that, it’s important to realise that if you hand out 100 pieces and see none back, then you’d be a little insane to 
expect 10,000 to do much better. 

You have the option of creating a number of versions of your marketing pieces, and trying all versions at the same 
time. Ask each person where they heard about you, and which piece they have. 

Over time, you may notice that one version seems to do much better than the other. This is the one you keep. 

The problem is, creating marketing pieces can be expensive - there are the set-up costs, then the printing costs. If 
you were to create multiple versions, you’d end up spending quite a deal more than if you just decided on one and 
stuck to it. 

Ultimately, it depends on how important these pieces are to your business. If they represent one of your most critical 
sources of new business and repeat sales, then it may be in your best long-term interests to pay for a variety of 
marketing pieces. 
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The other option is to create a small number (about 20) of each of the versions you’re 
thinking about using. Show these to as many people as you can - customers, 
friends, family. 

When they give you feedback, LISTEN to what they have to say. Don’t 
block out their criticism of your favourite design, or minimise their praise 
of the one you didn’t like. 

It pays to not be precious about it - this isn’t fine art we’re talking about. 
Your marketing pieces are a business tool that is designed to make you 
money. Take note of what people say, and act accordingly. 

When creating different versions, you should only really alter the most 
important parts of your hand outs. 

Changing the size of your phone number from 12 points to 16 points 
is unlikely to have much difference, but a new headline, a different offer, 
and a change in the amount of text will make a big difference. 

If you’re going to test a few versions against each other, make sure that they 
are significantly different. There’s no point spending all that money only to 
put out a number of pieces that look virtually the same, save a couple of truly 
unimportant differences. 

You’ll find that changing the headline, and the sub-headlines in the main content will 
completely change the amount of response. 

Just as your marketing hand outs are an advertisement for your business, the headlines are the ads for the text of 
each hand out. 

Compare these two headlines ... 

“How to make more money ...” OR “How 37,600 Australian women under 27 are making 

£2300 per week, every week without fail’ 

Which one would you read? The second headline definitely stimulates a hell of a lot more curiosity. Having said 
that, you can never be entirely sure which one will work the best. This is why testing and measuring is so important. 

If you can understand that two headlines would bring in such a different response, you can understand why it’s 
worth printing up a few versions and seeing which one takes off for you. 

It’s also important that you really take proper note of which one is working the best. Create a tally sheet and make 
sure you fill it in every time somebody comes in off one of your hand outs. 

After a month or so, add up the tally and see which one is working the best. 

The 7 Steps To Point Of Sale Success 

1. Who (Are Your Target Market)? 
If you don’t know who your target market are, it’s almost impossible to attract them. Imagine trying to get a date 
without knowing which gender you’re interested in. You’d have to take the ‘let’s see’ approach. 

Unfortunately, the ‘let’s see’ method of marketing tends to fail every time. 

You won’t see anything, especially in the way of repeat business. 
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You need to know exactly who you’re dealing with, what they’re interested in and 
what’s going to make them buy your products. If you don’t know, you’re really just 
taking your chances. 

So let’s get specific - who are the people most likely to be interested in your 
product or service. Here are some guidelines ... 

Age: How old are they? Don’t just say ‘all ages’ or ‘a variety’. We want to 
create a picture in mind of your average customer. Think of an age that 
symbolises most of your customers. 

Sex: Are they male or female? ‘Half and half ’ is too broad. Practically 
every business is split one way or the other. Give it some real thought - 
which gender spends more with you and visits more often. 

Income: How much do they make? Do they earn a great living, 
meaning that quality is the big issue, or are they scraping for every 
dollar, always looking for a deal. It’s essential that you find this out. 

Where do they live: Are they local, or do they come from miles around to 
deal with you? This will dictate how you communicate with them. 

What are their interests: If you don’t know what they’re interested in, how can 
you design a Point Of Sale System that will capture their attention? If you only focus 
on writing headlines that you find interesting, rather than the ones that your customers 
find interesting, your Point Of Sale System will fail. 

2. Where (to place your material)?
Ask most businesses what they hope to achieve with their Point Of Sale System and you’ll get the same response - 
more sales. Of course this is exactly what you want to achieve, but aren’t you forgetting something? 

Your Point Of Sale System, can be an ideal tool for gathering a database. Imagine if every customer who came to 
your store was placed on a database. You could send them marketing material whenever you want. Of course once 
you have them on your database, you can start to add their friends and family to it, and your database will grow in 
no time. 

But understanding that the main focus of your campaign should be on additional sales, you need to put some 
thought into where your material is going to go. But first, let’s have a closer look at exactly what a Point of Sale 
System really is ... 

Many people think that a few posters near their registers constitutes a Point Of Sale System, but it’s not really that 
simple. Shelf talkers, catalogues, brochures, business cards and flyers can also be classed as part of your point of sale 
system. So as you can see, some thought needs to go into the placement of these items. 

To understand where to place all these different marketing pieces, you need to understand the habits of your 
customers. For example, when they walk through your store, do they read the posters you have on the end of each 
aisle, do they look at the signs you have around the store to find the right section, or do they simply walk down each 
aisle? 

If they don’t pay any attention to the posters at the ends of your aisles, then maybe you need to make these larger, 
or change the colour or wording. You should also then ensure that your shelf talkers that are placed near the various 
items along each aisle that you’re trying to move. These need to have a strong selling message, and you need to make 
sure that they’re clearly visible. 

The other thing to consider is where they look when they’re standing at your counter, or cash register waiting to be 
served. Take a moment to watch them from a distance, and make a note of where the majority of them appear to be 
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looking. It pays to do this a few times over the course of a week, so you get a clear 
idea of what the average person does. 

If you find that they simply stand there looking impatient, you may need to 
change your counter, or queuing area to make it easier for them to see your 
point of sale material. 

Remember that you’ll need to have things at eye level if you want your 
customers to take notice of it. Of course if you have long queues of 
people waiting from time to time, it would pay to have catalogue and 
brochure racks along the way that they could flick through, or take with 
them. A good way to makes sure that your racks are in the right place, 
is to have a bar that guides them into the area where you want them to 
stand. 

Now I know that this sounds a bit like you’re building a stock race for 
sheep, but have you ever paid attention to how people look when they’re 
in a line. It’s not that dissimilar. 

As I mentioned earlier, your point of sale material can be a great way to 
gather names for your database. Unconverted prospects should also be added 
to your companies mailing list. The reason for this is quite simple - the fact that 
they didn’t buy from you the first time, doesn’t mean that they won’t buy from you 
in the future. You invested money in getting them to visit you in the first place, so why 
not invest a little more in getting them to come back. 

There can be a variety of reasons why people don’t buy from you initially. Perhaps you didn’t have the exact model 
they were after, or maybe they weren’t in a position to buy at that time. By keeping in contact with them, you give 
yourself the chance of doing business with them in the future. Even if they have brought from someone else, you 
might be able to pickup some business from them for their parts and accessories. 

When you really think about it, the more people who are on your database, the more sales you’ll make from it. All 
you need to make your business a success, is a database of prospects to mail it to. 

3. What (Do You Want To Say)? 
There’s often heated debate about which type of point of sale material works best, but there’s never a disagreement 
about which type don’t - those with no obvious purpose. 

For example, if you write a flyer, or poster that says ‘Hi, we sell computer disks. We’ve been doing it for 12 years’, it’s 
unlikely people will feel the urge to buy. Your material needs to give them a good reason to read, then a great reason 
to do something towards dealing with you. 

Your material needs to have a clear purpose, and take people from point A to point B. Point A is your headline, 
which should identify where they are now. The body of the piece leads them to Point B, which is where you tell 
them why they should act right now, and how to do it. 

Most important is understanding your customers. If you understand the needs, wants and position of your 
customer, you can sell almost anything to them. 

If you nail the ‘appeal’ and the message, you’ll win. 

Your point of sale material must do one of two things - provide a solution to a problem the prospect is having right 
now, or introduce them to something new that appeals. If it doesn’t do one of these two things, and do it in a very 
specific and direct way, you need to ask ‘what is this material designed to do?’. 

You must decide on who you want to target, what you want to say to them and what you want them to do as a 
result of reading your point of sale material. 
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For instance, if you want people to buy a case of computer disks on their way out of 
your store, think about what you need to say to encourage them to do that. 

What about ‘Don’t wait until you’ve run out of disks? Grab a pack of 25 disks 
for only £5.95’. This headline identifies the situation and offers the deal 
upfront. It takes the prospect from Point A (Don’t run out of computer 
disks? Here’s an alternative) to Point B (The alternative is affordable and 
easy). 

It pays to remember that simply asking people to act now (or for that 
matter, telling them to act now) is rarely enough. You need to give them 
a good reason why NOW is the time to do something. 

See, most purchases can be delayed forever. It’s one thing to create 
desire, but it’s another to actually get people to part with their cash. 
Every month, customers have to decide what to spend their money 
on. It could very realistically be a decision between buying your lovely 
oriental statuette, or buying the kids school shoes. 

Every buyer has priorities. Of course, there are ways to re-arrange these 
priorities. 

If you offer a special deal on the statuette, the customer may think “well, the kids 
can wear those tatty sneakers a little longer - but I won’t get this deal on this statuette 
again”. 

The question is, how do you offer a great deal without slicing your profit margin drastically. There’s a couple of ways. 
First, make sure you are selling products or services with a high margin. Often, that’s not possible you simply can’t 
get a high margin on petrol. If you have the option of gearing your business towards higher margin items, do so - it’s 
much easier to come up with great deals. 

If you can’t do that, you need to find items or services that are highly valued by the customer, yet have a low cost. 
Extra service is an old standby, information booklets are another one. Even better are services you can get for free 
from other businesses. For example, a hairdresser could offer to introduce their clients to a beauty salon, if the 
beauty salon agrees to give every customer a free facial. 

You’ll find more details and examples on offers later on. 

The other thing to bear in mind when writing point of sale material is the amount of information you should 
include. If you have to explain too much, perhaps you should look at another method. Remember that your 
customers may be in a hurry, and not want to stand at your counter reading a longwinded marketing piece. 

Of course, it depends on the quality of your information and offer. If your headline is ‘I have videotapes of what you 
did behind your husband’s back’ and your offer is ‘ask the sales person when you get served and you can have them 
back’, you could fill a whole poster in small type - the prospect would read every word. 

Generally though, it’s best to keep it short and punchy. The general format is 

‘Hey you, here’s a great deal, here’s why you should take it up, here’s why you should do it now’. If you have to say 
too much more than that, you should give some thought to whether point of sale material is the right way to go. 

4. How (to put together your Point Of Sale System) 
Now that we’ve covered the basics, it’s time to get into the nuts and bolts of how to construct your Point Of Sale 
System ... 

First, let’s look at all the elements that go into making the ultimate Point Of Sale System ... 
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Shelf Talkers ... 
No these are not little people who stand on your shelves telling people how 
good your products are. These are the signs that you place on selves that list 
the benefits, and key features of each product. 

Now I don’t mean every product in your store. Shelf talkers need to be 
used sparingly or people will start to ignore them. You should only place 
them under any products that are new in your store, that are on sale, or 
those that you’re desperately trying to shift. 

Now shelf talkers can be as simple as a sign saying ‘Was £29.95, now 
only £12.95!!!’. But more commonly they’ll list the key benefits of the 
product in bullet point form. For example: 

l Easy To Clean l Won’t Rust l Simple To Use l Etc, etc. 

Because people will most likely just be glancing over these shelf talkers, 
it’s important not to cram too much information onto them. A good 
powerful headline, and the key benefits clearly stated will do the job. If they 
need any further information they can read it on the pack, or ask one of your 
sales team. 

Posters ...
Posters form the backbone of any Point Of Sale System. They can be placed throughout the store, or at your register, 
so people see them as they shop and are encouraged to take action. They’re also a great way to draw attention to any 
flyers or catalogues that you have on your counters. 

We’ll talk more about the construction of posters and flyers (which are in some ways just mini-posters any way) in 
general advertising later in this section, but there are a few key points you need to understand ... 

Your posters are a bit like a billboard. People will be walking past them quickly, so you can’t place too many words 
on them. People generally don’t have the time, nor the inclination to stand in front of a poster for any great length 
of time. Your poster is only there to get them interested enough to find out more. They can do this by looking at the 
product, or asking a member of your team. 

If your poster is to grab attention, it needs to be BIG, BOLD and COLOURFUL. And if it’s to be successful in 
making sales, it needs to have a strong selling message. 

It’s possible that your suppliers will already have posters made up. In fact, you’ll probably find that most suppliers 
will have a complete point of sale system for each of their products. But understand that these companies are only 
promoting their own goods, and their material should only complement your system, not be viewed as your system. 

If your suppliers don’t have a system that you can use, why not offer to make up posters promoting their product. 
You can then ask your suppliers to help cover the cost of printing. This is known as co-operative advertising or 
supplier subsidy. The way it works is simple. The majority of suppliers calculate an advertising fee into the prices 
they charge you for their goods. This is designed to cover the cost of any advertising that you run, which promotes 
their products. 

Now your suppliers are unlikely to tell you that this is the case. Obviously if you don’t ask for the money, then they 
get to keep it. But they are usually happy to help with the cost of the advertising provided it’s within reason. Some 
suppliers won’t give you money towards it, preferring to give you stock at cost instead. But let’s face it, selling stock 
at a higher markup makes you more money anyway. 

You’ll find a subsidy request form in the templates section of this manual. Simply fill out the relevant details on 
the form and send it off. It’s very unlikely that your suppliers won’t give you some assistance. But remember they’ll 
only help out when you’re promoting their product. It’s also worth remembering that they won’t help you week in 
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and week out. If you want them to help with a number of projects, put together a 
proposal with just one figure, rather than going back to them month after month. 

Promotional Cards ... 
If you’ve got people standing at your counter waiting to be served, it’s a 
great opportunity to give them a promotional card. Now let me explain 
what I mean by promotional cards ... 

Let’s say that you’ve got a loyalty or bonus club that you’re just starting. 
Now these clubs will usually have a card attached to them. By that I 
mean that the customers who are involved in the campaign will have a 
VIP card, or a bonus card where each time they make a purchase, they 
get credited with bonus points. Alternately they might be collecting 
stamps on their card to get some prize or reward when they get to a 
certain number. 

Now if you have posters, or pamphlets that explain how they can become 
a part of the promotion, the chances are you’ll get a lot more people joining 
in. This is particularly true, if you tell people to ask a member of your team 
how to join when they get served. 

Another good idea is to have scratch it cards, where customers get a card if they spend a 
certain amount of money. The card works similar to Instant Scratch It cards, where they scratch off panels for the 
chance to win a prize. Now if you have posters or flyers that explain what they can win, and how much they have 
to spend to get a card, the chances are that people will buy something extra to get a card. Obviously people are not 
going to buy something they don’t need, but they might purchase something they do need, earlier than what they 
otherwise might have. 

Product Bins ... 
As you’re no doubt aware, a product bin is not a garbage receptacle where you throw slow moving stock. You 
definitely place slow moving stock in them, but not for the purpose of throwing them away. 

Product bins are the tables, or core flute bins that you fill with any items that you’re trying to sell off cheap. For 
example a hardware store might have a number of small hand tools that they’re trying to get rid of. This might 
include things like spanners, screwdrivers and hammers. 

There may be many reasons for the store to be trying to get rid of these items, needing to make space for new stock, 
discovering that these tools are poor quality or simply the fact that they’ve been sitting on the shelf for months. 
Whatever the reason, product bins are a good way to get the stock sold. 

But obviously there are a few things you need to keep in mind when considering the use of product bins. Firstly, 
you need to be offering huge savings, in some cases you’re best to sell the stock at cost just to get rid of it. It would 
be ridiculous to think that simply by placing them on a display that they’ll sell at full price. If they haven’t sold at 
that price for the past 4 months, what makes you think they will now? 

Another thing you need to put some thought into, is how to draw attention to your tables or bins. The obvious, 
and possibly most effective way is through placement. Having your product bins placed in high traffic areas, like 
the middle of your main aisle will get things moving. Another good place is near your cash register so people can 
rummage through the items whilst they wait. There’s a good chance that they’ll grab a few extra items before they 
leave. 

You should also consider having large signs on, or above the bins that indicate what great savings are on offer. 
Things like ‘Nothing Over £10’, or ‘50% OFF’ will get people looking. You might like to have a flashing light on 
the bins to grab the eye of customers as they walk past. These lights are also good for roving 
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specials, where you have a time limited sale on various items throughout your store. 
You simply move the light to the next items that you’re discounting (normally 
20 - 30%), and then have someone announce the deals via a microphone and 
amplifier. 

Video Catalogues ... 
Don’t ever limit yourself to stationary signage and displays when putting 
together your point of sale system. There are many other opportunities 
that you can look at that will give your system the edge. Among those is 
video displays or ‘Video Catalogues’. 

The way this works is quite simple. You place a TV and video, near the 
products you’re trying to promote, or near the store counter. You then 
run a promotional tape on a continuous loop. By that I mean that the 
tape keeps playing over and over. On many new video machines, this can 
be as simple as setting repeat on the machine itself. 

Video catalogues have a number of significant advantages. Not the least of 
which is the ability to demonstrate a product being used. Imagine if you had 
a new mop that could soak up any types of spillage. Now you could have posters 
and signage that would tell the customer what it does, but imagine the benefit of 
actually being able to SHOW them what it can do. This is one part of your system that’s sure 
to make you more sales. 

It’s not uncommon to see people gathered around these promotional televisions watching goods being ‘put through 
their paces’. It can generate huge amounts of interest, and increased store traffic. One of the ways in which it does 
this, is by using both sight and sound. Because the pictures are moving and not stationary, they tend to catch the 
consumers eye. But what if they’re looking the other way? Well you then get a second chance with the commentary 
or sounds that are coming from the TV set. 

So where do you get these tapes from? You basically have 2 worthwhile options, and no, shooting the tape yourself 
with a home handy cam is not one of them. You can’t afford to have anything that looks tacky. 

Your first option is to contact your suppliers and see what they have in the way of promotional videos. Some 
companies invest quite a deal of money having good quality tapes made up, and will be more than happy to supply 
you with a copy, free of charge. The other way, is to get someone to shoot a video for you. This is particularly 
effective if you want to demonstrate a service that you offer. Even if you don’t take the products out of the box, but 
merely have someone walking around your store explaining the benefits to different items, you’ll find it to be an 
effective tool. 

Now there are any number of companies that specialise in this type of work. You can normally find them by looking 
in your local phone book. Their prices do vary, and you need to work out how many sales you have to make, to 
make it a profitable venture. If you don’t believe that you can make the money back, then video catalogues might 
not be for you. 

Audio Tapes ... 
Smart business people have tapes produced that play to their customers when they phone in and are placed on-hold. 
These same tapes can be used to play through your stores PA system so people can listen to them while they shop. 

These tapes can be made up to promote any specials you’re currently running, or to talk about any new products or 
services you offer. But it’s not a good idea to have these tapes playing all day. Listening to the same thing over and 
over again will send your team stir crazy. You’re best to just run them for an hour or so during the stores busy times. 
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Checklists ... 
This is a must. If you don’t have a number of point of sale checklists scattered 
throughout your store, you’ve been missing out on thousands of dollars in 
extra revenue. Let me show you why ... 

Imagine you own a paint store. Now customers who are looking to paint 
their house will come in and buy a few cans of paint from you. They’ll 
probably also buy a paint brush or roller to paint with. But how many 
other things are they going to need as well? You need to have a checklist 
for them to look over that lists all the accessories they’ll need to get the 
job done. For starters, they’ll probably need drop sheets for any spillage 
of drips off the brush, a tray for the roller, a few different roller pads, 
a paint mixer/stirrer, maybe a ladder, thinners, overalls, something to 
clean the brushes in, maybe a few different sized brushes etc, etc. 

Now if you print up a checklist, and have it strategically placed around 
your store, with a sign above it that says ‘Don’t even start painting your 
home until you’ve read this’, you’re certain to make additional sales. 

Now whilst the example of the paint store is an obvious one, how many 
additional products could you potentially sell to your customers? For example a 
motorbike store could have a checklist which includes gloves, boots, chains etc, or a 
gardening store with a list of items like hoses, sprinklers, timers, shovels etc. You just need 
to look around your store, and work out what else you can on-sell. 

Handy Hints & Tips Flyers ... 
Often referred to as project sheets, hints & tips flyers are a guaranteed winner for many businesses. Picture this - A 
client walks into a store to buy a few things when they see a rack containing handy tips on how to do (X). They 
start reading, and the next minute they’re hooked, and you’ve started to make sales that you otherwise wouldn’t have 
made. Let’s have a closer look at this system ... 

Imagine a hardware store that had project sheets on how to prepare your house for painting, or how to lay pavers in 
your garden. This sort of free information is sure to be a winner, even with people who aren’t looking to paint their 
house, or put a path in their garden. Clients will hold onto this information so they can refer back to it at a later 
date. 

Flyers like this have the added benefit of allowing you to showcase your expertise. By answering some of the many 
questions that your clients have, you can show that for first class information and advice, yours is the only store to 
turn to. You have another more subtle benefit by including these marketing pieces. It comes in the form of getting 
people to buy more product, and embark on projects they might otherwise not have considered. 

To give you an idea of how this might work, let’s consider the hardware store again. Now if they were to display 
a Spring article talking about painting the exterior of your home, and explain that this was the best time to do 
it, there’s a good chance that people might ‘take the bait’ and decide to do it. They can then go on to list the best 
products to use, and include a special offer on some, or all of those products. 

Place these project sheets in their own racks around your store, and see how quickly they start paying for themselves. 
For the cost of a few cents to photocopy them, you won’t find a more cost effective marketing tool. 

Catalogues & Brochures ... 
Although it’s an obvious choice for any POS system, very few people ever consider including their company 
catalogues and brochures. But it really does make sense to promote them in this fashion. I come across businesses 
all the time who have a group of loyal customers, who don’t have any idea of the range of 
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products and services the company offers. Sure they understand that they can get 
what they came in for, but they don’t realise that the company offers so many 
other services. By leaving your brochures in a place where people can pick them 
up and browse through them, you have a chance to educate your clients on 
the spectrum of products and services you offer. 

Simply place them on a stand with a sign that says ‘Please Take One’. You 
could of course use a strong selling headline. You’ll find out more about 
writing those in a moment. 

Of course educating your clients on everything you do is just one of 
the things you need to consider. When you have a sale, it’s a good idea 
to have your catalogues spread around the store to encourage people to 
grab a bargain while they’re there. 

I’ve seen many businesses who place their catalogues on the counter 
for people to pickup as they leave. But when you think about it, isn’t it 
better to give it to them when they come in. I mean really, they’ve just 
made the effort to drive to your store, find a car park, come in and wait at 
your checkout, and now you want them to go home, realise they should’ve 
brought a bargain, and then come back again? It’s a bit too much to ask. 

A better idea is to have them on a counter or table near your front door so they 
can grab one on the way in. Or if you have a spare team member, you could have them 
handing them out to people as they come in. this would be a great way to break the ice and get the customer to tell 
you what they’re looking for. But no matter how you use them, you’ll find that including brochures and catalogues 
in your POS system, will add dollars to your bottom line. 

Newsletter & Business Cards ... 
Just as catalogues and brochures should be included in your POS system, so should your newsletters. Whilst your 
brochures explain your full range of products and services, and your catalogues have the benefit of letting your 
customers know what’s on sale, having your customers browse through your newsletter has many worthwhile 
benefits for your business. 

Your newsletter is your chance to showcase your expertise, and has the advantage of letting people know of any 
upcoming events. To fully understand how your newsletter can assist you in making additional sales, you need to 
understand the sections that should be included in any newsletter... 

1. Product Reviews ... People who are interested in your products or services, will always be interested in finding 
out about new products, or in the case of a service based business, new techniques. Therefore previewing new 
products will ensure a high readership. Of course it will also generate increased sales. Customers are always looking 
for the latest and greatest, which makes this section of your newsletter a must. 

2. Tips & Hints Section ... The best way to ensure that they not only read your newsletter, but also start to collect 
each new issue, is to include some handy hints. I’ve already mentioned the importance of having project sheets 
and handy hints flyers as part of your POS system. Having an additional section in your newsletter will double the 
benefits. 

3. Upcoming Events ... People like to know what’s going on, and hate to miss out on something special. Therefore 
you should include an upcoming events section in your newsletter. There are a number of things that you can 
include here, from upcoming sales and promotions to products that are due for release. Whatever you include, 
you’re sure to see an increase in your business. 

4. Introduce Your Team ... One of the real benefits of newsletters, are that they make your customers feel a part of 
what’s happening in your business. They’re being kept up to date with upcoming events and any changes to your 
stock or services, so they have the feeling of knowing what’s going on. 
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A good way to add to this feeling of being ‘part of the team’, is by introducing your 
team members in a profile section. You see, people buy from people, not from 
companies. By letting people know a bit more about who they’re dealing with, 
it makes them feel more comfortable buying from them. 

5. Sales Sections ... Ads and selling messages are the most important parts 
of your newsletter. You need to include a strong call to action in your ads, 
and even at the end of each article that relates to a product or a service. If 
your articles have got your clients interested in buying, you need a call 
to action to actually get them in. Coupons are a great way to make extra 
sales from your newsletters, and should be included where possible. 

So as you can see there are many ways in which your newsletter helps 
you make additional sales. As with catalogues and brochures, you 
need to have them somewhere where the customers can see them and 
pick them up. But unlike brochures and catalogues, it’s to have your 
customer pick them up as they leave, so they can take the time to read 
them at home. 

Of course your business cards should also be given to customers at the point 

of sale. Simply sitting them on the counter, in a card holder is not enough. You 
need to be actively handing them out. But before you do that, you must make sure 
that your business cards are the type that will actually generate extra business. 

A business card is, theoretically, a mobile advertisement for your business that works continuously. Every time the 
customer opens their wallet, you’re right there, offering a reminder that you exist. 

There are two important things to consider when designing your cards ... 

First, is there anything about your business card that gives the customer a reason to hang on to it. Is it anything 
more than just a statement of business name and your contact details. If the customer wants to contact you again, 
they’ll hang onto it. If they’re not sure, they’ll probably throw it away. 

Second, does it encourage the customer to ring you. Does it actually SELL for you. Perhaps you’re thinking ‘a 
business card can’t sell’. Wrong!! A business card can sell like nothing else. 

The important thing to remember is that a business card is nothing more than a mini-flyer, a little advertisement 
that can fit in someone’s wallet or purse. It’s like giving someone one of your flyers and saying, ‘here, hang onto this’. 
A well designed business card should be part of any POS system. 

USP & Guarantee ... 
Two things that you should consider including in your newsletter are your USP and any guarantees. Your USP 
(Unique Selling Proposition) is the one thing that is truly different about you, or at least, the one thing that you can 
promote as being different. 

A successful USP should be ... 

1. Truly unique. 

2. Exciting to your target market. 

3. Something that will have your customers telling their friends about it. 

4. Something that can’t be easily copied. 

A lot of business owners wonder why they need a uniqueness at all shouldn’t there be room for dozens of ‘me-too’ 
businesses. The fact is, there isn’t, and the ‘me-too’ businesses will ultimately go to the wall. 
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If you don’t have an existing USP, you’ll need to find one. Start by listing down 
everything you do that could be considered even a little bit unique. These points 
don’t have to be earth shattering - just different enough to standout. 

To get your mind started, here is a list of some possible USP’s you could 
adopt ... 

•	 You sell a higher quality product or service, and you can specifically 
show how it benefits the customer in a meaningful way ... 

•	 You provide better customer service and you can easily explain and 
promote why you’re better ... 

•	 You offer a better / longer guarantee and you have it written down 
...

•	 You offer more choice / selection / options and this issomething 
that people want and always look for ...

•	 You offer a trade-in program and no-one else does ... 

•	 You serve a specific (yet sizable) demographic group that is overlooked 
by most competitors ... 

•	 You offer a better / more generous bonus points or loyalty club system and your 
product or service is at least as good...

•	 You have the best after sales service and this is somethingthat you can explain to people easily when they 	
buy ...

•	 Your product or service has unique features that people care about ...

•	 You offer attractive products or services that no-one elsedoes ...

•	 You have a ‘special ingredient’ ...

•	 You install and deliver for free ...

These are just a few examples of unique, saleable points. If you think hard enough about it you’re sure to find 
something that you are currently doing that is unique, or more likely, something that you SHOULD be doing that 
would make you unique. 

Basically, your uniqueness comes from one of 7 areas - quality, price, service, delivery, speed, convenience, 
experience. Regardless of what it is, you need to promote it at every available opportunity, and there’s no better place 
to start than with your newsletter. 

General Advertising ... 
So there you have a summary of the things you need to include in your Point Of Sale System. But that’s only the 
first part of what you need to know. You also need to know how to write the copy, place any photographs and 
construct top headlines. What you’ll find in this next section are general advertising tips that apply to all parts of 
your system. Whether you’re writing a newsletter, a poster, shelf talkers or a project sheet, these principles will apply 
to all. So let’s have a look at the things that make your advertising sell... 

Headline ... 
The most important part of your advertisement is the headline. David Ogilvy, one of the all time great direct 
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response copywriters, once said that 10 times as many people will read the headline 
as will read the rest of the ad. So if you get the headline wrong you can kiss 90% 
of your advertising dollars goodbye. 

You will find out more about writing headlines in a later section but there 
are a few fundamentals that you should consider. One of the things you 
need to keep in mind, is that the headline needs to take up at least 25% 
of your advertisement, or your article for that matter. Before you finalise 
your ads and article headlines, write down 10 - 20 options and ask your 
friends and team members which ones they like best, and then go with 
the most popular. 

Type faces ... 
The type face or font that you use in your newsletters and 
advertisements, can make a big difference to the results you achieve. The 
2 basic types are Sans Serif and Serif fonts. 

Sans Serif fonts don’t have the little “feet” at the bottom of each letter. 
Studies have shown that people find these fonts far more difficult to read than 
serif fonts. Serif type has the little “feet” or “hooks” at the bottom of each letter. 
These “feet” appear to form a line under the words that your eye can follow. If you 
want people to read your articles, use a serif type face. 

Point Size ... 
The size of the font you use is referred to as point size. Studies have shown that readership does not drop of between 
14 to 7 1/2 point size. As a general rule 10 - 9 points are ideal. Obviously the larger the font, the easier it is to read 
so try to keep it as large as possible. 

Highlighting text ... 
Use bold type to highlight key points in your body copy, headlines and sub-headlines. Italics can also be used to 
highlight key areas of text, although it can be hard to read and should only be used sparingly. Never use all capitals. 
The only time you can use all capitals is in a short headline, or for extra emphasis on single words. 

To make your advertisement easier to read break it up into paragraphs. Indenting your paragraphs, rather than 
leaving a line between them, can cut down on wasted space. Also consider using a drop cap first letter, this is a great 
way to attract the eye of your customer. 

Sub-headlines ... 
Sub-headlines have 3 major benefits ... 

1. They break up large blocks of text making them easier to read. If your article looks like one big ‘chuck’ of text it 
can put people off reading it. By using sub-headlines you can break your copy up and give it some ‘space’. 

2. They allow someone skimming over your newsletter to only read the points that interest them. 

3. They spark the readers interest. If your headline doesn’t get them in completely you can get a second chance with 
your sub-headlines. 

It is important that your sub-headlines tell a story. Your sub-headlines need to be able to convey your message to 
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those people who are just browsing through your newsletter. 

Quotes & Pull Quotes ... 
Just as sub-headlines can get the reader to delve further into your copy, 
so too can a pull quote. This is a common technique used by magazines, 
where they’ll take an interesting passage, or a controversial statement, 
and place it in large type somewhere on the page. 

Quite often the quote will have a line above and below it to help it 
stand out. It’s also common for it to be placed in the middle of 2 
columns of text, with a white space running around it to draw the eye 
in. Here’s an example of how it works ... ‘they’ll take an interesting 
passage, or a controversial statement, and place it in large type 
somewhere on the page’ 

As you can see, this certainly stands out and can tempt you to read on. 
Another idea you might like to use in your newsletters are quotes from 
famous people. Once again if you use a larger point (font) size, you can 
increase the chances of it being read. You should place these at the top or 
bottom of a page rather then in the middle, and always quote the author. 

“Being good in business is the most fascinating kind of art.”Andy Warhol 

Body Copy ... 
You only get one chance with a potential customer, so your first 50 words are crucial. You must arouse your readers 
curiosity immediately, with the very first paragraph. If they’re not excited after the first 50 words they won’t read the 
rest of your article or ad. 

Use the bare minimum of copy to get your message across, don’t waffle on. But make sure that you include enough 
information to get your reader interested enough to call you. If you’re writing an ad you should never tell the whole 
story. Tell them as much as you need, to get them to call. By holding back some information you make it necessary 
for them to call you to find out more. 

As far as your ads go, they should tell a story and be easy to read. When you finish writing your ad, get someone to 
look over it and critique it for you. Only make one offer in your ad but make it exciting. 

Pictures ... 
Studies have shown that ads containing a picture that takes up between 25 75% of the total advertisement, have 
greater readership than those without one. You will probably need to put a fair amount of text in your ad so 25% is 
probably the ideal size. 

Pictures are also an important part of any newsletter. People are generally very visual, and therefore are attracted 
to photographs. Note I said photographs and not line drawing or clipart. You see, line art and clipart looks tacky. 
People are used to seeing photographs and are far more attracted to them. 

So wherever possible, you should always use photographs in your newsletter. The only exceptions should be small, 
humorous clipart pictures or line art in the form of technical drawings. For example if you want to show the inner 
working of a new watch, you might use a line drawing cross section to demonstrate the point you’re trying to make. 

Using real photographs can present a problem for some people. For starters you’ll need some way to place them 
electronically into your newsletter. Scanners are one way of doing this. A reasonable flatbed scanner will cost you less 
than £200. But if you didn’t want to go to this expense (you still need to take the photo and have it developed in the 
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first place), you could always ask a friend to scan it and save it onto a disk for you. 
Alternately there are companies who will scan pictures for you at a price. Many 
photo labs offer this service, but the feasibility of having this done will depend 
on how many pictures you’re scanning a year, and how much each scan costs 
you. It may work out cheaper just to buy a scanner and be done with it. 

Another way you can place photographs in your newsletter, is by using a 
digital camera. Now a digital camera will cost you around £500 to buy, 
but you can hire them for much less. The trick here is to hire one for 
a day, and take any pictures that you think you’ll use over the course 
of the year. Now it obviously won’t be possible to take photographs of 
all the new products you’ll be previewing, as many of them won’t be 
released when you hire the camera. But for those few exceptions, it’s 
probably worth getting them scanned by your local photo lab. 

Always put a caption under your photo. Everybody reads the captions 
so make sure you take advantage of this opportunity to get them to start 
reading your article. 

Whilst people will find your newsletter far more interesting if you include a 
few photographs, just throwing a few pictures in there won’t work. You need 
to put some thought into the type of pictures and their positions. 

Photographs of your premises (crowded restaurants or clubs), or your product are 
suitable for use in newsletters. The pictures need to back up your story. For example, a photograph of people having 
a great time in your club would help convince people, that your establishment is a fun place to be. 

You can also use photographs of people using your product or service. These can be used to educate people on what 
it is that you do. This can also be a great way to teach people how easy it is to use your product. 

Consider putting a photo of yourself in your newsletter. People buy from people not companies, so let them see the 
person behind the company name. Place your photo so that it looks straight out off the page or towards your body 
copy. If your picture is looking into your article, your potential customers will also be drawn into it. 

Finding out what works ... 
Before you put your ads into your newsletter, it’s a good idea to test and measure them first. Test your headline and 
offer by running small ads in the classified section of your local paper and measuring the response. Test the response 
you get to each headline and each offer and then combine the best ones and run the ad in your newsletter. 

Colour ...
It could be argued that because people see in colour, your newsletter should be printed in colour. Whilst this would 
seem a worthwhile argument, it pays to remember that most newspapers are printed in black and white. 

Printing your newsletters in colour will cost quite a bit more than standard black text on white writing. The aim of 
your newsletter is to bring customers in to your business, the less you spend on attracting them the better. If your 
articles promise a benefit, your copy conveys your message, and your offer is worthwhile, it could be argued that you 
have no need for colour. 

But most importantly you need to ask yourself ‘is my newsletter going to stand out well enough to be read, or will 
it go straight in to the bin?’. This is something that you’ll have to guess to an extent, but it would pay at least in the 
early stages to keep the costs as low as possible. 

If you’re going to use any colour at all, you’d be well advised to print in full process colour. Research has shown that 
the difference between 2 colour and black and white advertising material is minimal and doesn’t justify the extra 
expenditure. 
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Printing on coloured paper is an inexpensive way to brighten up your newsletter. But 
be careful which colour paper you choose as it can make your newsletter difficult 
to read. Keep this in mind if you decide to print your text in colour. As a 
general rule you’re far better off printing your text in black as this will increase 
readability. 

Layouts ... 
You’ll find a number of effective layouts in the examples and templates 
section. Some of the things to keep in mind when you’re doing your 
layout, is how easy it is to read and understand your newsletter. 

Many people fall into the trap of trying to jazz their newsletters up by 
adding different shapes and elements. Unless you have a good deal of 
artistic ability, you’re best off sticking with a more simple layout. Putting 
your headline at the top, your coupon in the bottom right corner, and 
your pictures in the middle, may not sound exciting, but it will generally 
bring better results. 

Try to do your layout in blocks. By this I mean placing the headline, copy, 
pictures and coupon in a blocked, or balanced layout on the page. Keep your 
layout tight and don’t leave too much empty space on the page. You’re paying for these 
newsletters so use every bit of them. 

If you want your newsletter to look professional, you should pay a graphic designer to do it for you. Professional 
designers can be quite expensive. If you want to save some money, contact a college or university that runs a graphic 
design course. This way you may be able to find a 2nd or 3rd year student who will do it for a reasonable price. 

You might also consider getting a graphic artist to do just the first layout for you. Once you have this layout, you 
can then use it as a template for any future newsletters. 

Stock ... 
Stock is the term used for the type of paper or card that you print your newsletters on. There are numerous types for 
you to choose from. Should you use glossy paper or plain paper? Plain card or a textured card? These are just some 
of the questions to be answered when choosing your stock. 

Just as there are a variety of materials, there are also a variety of prices, going from the very expensive to the down 
right cheap. Before deciding on the type to use for your particular newsletter you need to consider the type of 
product you’re about to promote. 

If you’re selling expensive, good quality products you’ll need to use better quality stock than you would for a cheaper 
product. You need to understand that by using high quality stock, your prospects will believe that yours is a high 
quality product. 

Printing ... 
Another consideration in the creation of your newsletter is how to have it printed. This will depend largely on your 
budget, and the type of product you’re trying to sell. You basically have 3 choices ... 

Professional printer: This is more expensive but ensures that your newsletters will look first rate. Always have your 
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newsletters professionally printed if your budget allows. This is a must for those 
higher priced products. 

Personal printer: If you own, or have access to, a good quality computer 
printer you may be able to save on your printing cost. However you need 
to keep in mind the quality of the stock you use, and the price of your 
product. If you’re printing a large number of newsletters, it would 
probably work out more cost effective in the long run, to have them done 
professionally. 

Photocopies: This is the bargain basement of printing. If you decide to 
go with this option, make sure that the quality of reproduction is high. 
Having black lines all over your newsletters will make you, and your 
product look cheap and nasty. Only use this option as a last resort. 

5. How Big (Should Your POS 
System Be)? 
I’m glad you asked. See, there is a point where you can over do your POS 
system. If you have too many things for people to read and look at, they will 
become confused, or desensitised to it, and just not pay any attention at all. You see, 
the trick to having a good system is this ... 

People need to view it as an assistance to them, not an intrusion. 

If people think that your project sheets and catalogues actually help them shop in your store, they’ll enjoy coming 
to you. On the other hand if they’re being bombarded with information, and have things shoved in their face every 
time they turn a corner, they’ll feel uncomfortable and won’t come back. 

I’ve spoken about a lot of different elements that can go into a successful POS system. But for the average business, 
I’d say using all of them would be overkill. You’re better to simply choose the ones that you think will work best for 
your business, do them on a small scale to start with, and then test & measure. 

You’ll already have many of the elements produced and at your disposal. 

Things like catalogues and brochures are common place in most businesses, so it’s simply a matter of using them 
more effectively. When you look at it, there’s no need to spend thousands of dollars on your POS system. Because 
you have a few of the things I’ve mentioned already produced, you can afford to invest in a few of the things you 
don’t have in place. 

Understand that there’s a lot more to working out the right size for a POS system than most people think. Because 
most of the expense you’ll incur is in the printing, it’s usually a case of ‘How much can we afford to spend on the 
printing?’. 

The question really should be ‘How much do we want to make?’. If the material is good enough, it should make you 
money - not drain your funds. 

If you don’t have a marketing piece that you know works, you need to guess. You need to think about how many 
responses you need to ‘break-even’. That means, how many sales do you need to pay back the advertising cost. 

Here’s how you work it out ... 

First, you need to work out your average profit. To do this, measure the amount of profit in each sale, every day for 
3 days. Then, find the average. If you want to skip the hard work, estimate this figure. 

Next, get a few quotes on the cost of printing. Remember that the idea is to keep the costs as low as possible, so get 
as many quotes as you can. This of course won’t be such an issue if you decide to photocopy your newsletters, or run 
them off on your own printer. 
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Now, divide the production cost by your average profit. This will give you the 
number of sales you need to pay for the campaign. 

Here’s an example ... 

Let’s say a hairdresser makes about £15 profit from each sale of shampoo 
and conditioner. They spend around £270 getting their POS material 
printed. That means they need 18 customers to buy shampoo and 
conditioner as a result of their POS system. Anything less and the system 
is costing them money. 

So work out how much your system is going to cost, and how much 
you need to sell to cover it. With a bit of time and effort, you’ll come 
up with the system that’s right for you. 

6. How Often (To Change Your 
POS Material) 
This depends largely on the type of business you’re in, and how often your 
clients come in to your store. 

Let me explain why ... 

Your POS system works well when it’s new and exciting to people. Once they’ve seen it a few times, they become 
used to it, and start to ignore it. So it follows that if yours is the type of business that people visit once or twice 
a week (supermarket, hardware store etc) then you’ll need to change your system more often. But if you own a 
clothing store, and your clients come in on average 3 to 4 times a year you won’t need to change it as often. 

People make the mistake of thinking that because a poster has been on the wall for a month or two, that people 
aren’t noticing it. But if many of your clients haven’t been to your store for 3 or more months, it’s all new to them 
and will work as well as it did the first time you put it up. Understand you’ll get sick of your POS material before 
you clients will. 

But obviously don’t leave it until it’s become well and truly dated. People are going to get a bit annoyed if your 
project sheets haven’t changed since they were in your store 6 months ago. Keep things fresh and rotate your 
material as you have to. Remember that there’s a lot of benefit in making changes for the sake of your team. If things 
look the same to them day in day out, they’ll start to lose the passion for what they’re doing. 

7. What Else (Do You Need To Think About)? 
Use this section as a final checklist - once you’re happy with your POS material, run through and make sure you’re 
ready to get started. Here are a few things you may not have thought of ... 

Production: Make sure you check everything before it goes to print. Ask for a ‘proof ’ (finished copy) from the 
publication and check it thoroughly - don’t let anything go out with spelling mistakes or the wrong offer. 

Check Stock and Staff Levels: It’s unlikely your new system will have your team run off their feet (very few actually 
do), but you need to be prepared for a sizable response. There would be nothing worse than implementing a 
successful POS system and then running out of stock, or being too busy to service the additional enquiries. Plan for 
the system - and make sure you can cater for any increased demand. 

There are 3 more things I’d like to touch on, before I teach you how to write powerful headlines for your marketing 
pieces ... 
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1. Store Layout - Whilst it’s not the intention of this manual to delve too deeply 
into this area, it is worth mentioning. Putting a bit of thought into how your store 
is laid out, will increase the enjoyment of the customers who visit you. 

A good example of this, is a pharmacy I know who completely redid the 
layout of their store. See, they understood that narrow aisle ways and tall 
shelves made it difficult for some of their customers to shop in their store. 
Many of the people who came to them were elderly, had walking frames 
and couldn’t negotiate the narrow corridors between the aisle. They also 
had difficulty in reaching items at the top of their existing shelves. 

But there was another group of people that also had trouble in these 
areas. People in wheelchairs. 

Now they understood that by catering for these groups, they’d get 
100% of that market. Best of all, they wouldn’t lose any of their other 
customers by making a few changes. In fact, when they increased the 
space between the aisles, and replaced the tall shelves with lower ones, 
many of their younger clients also found the store to be more ‘user 
friendly’. Now it took a bit of time to work out how to get the same amount 
of stock into the store, with more floor space, but as a team they got together 
and worked out a solution. 

But it doesn’t end there. There was still another market that nobody had catered for, that 
they wanted as their own customers - mothers who were breast feeding. 

It can be awkward for mothers who need to feed their babies, but don’t have somewhere private to do it. The 
shopping centre they were in didn’t really cater for these ladies, as they expected them to go into the filthy shopping 
centre toilets. Now as soon as the store put in a maternity room, young mothers started flocking to the store in 
droves. Now some of them simply wanted to use the clean and comfortable facilities, but all of them made some 
purchase, all be it a small one. But the profits of the store went through the roof. 

Now I’m not suggesting that these ideas will work for every business, but it is worth taking a moment to look at 
your store to see if it can be improved. A good example of someone who that did just that, is a clothing store I 
visited in America. 

Now let me explain to you the frustration of being a male in a female clothes store. If you’re a man you’ll know what 
I mean, but for the females that are reading this manual let me just paint the picture for you ... 

You’re standing in a store that’s full of women trying on clothes. There is nothing for you to look at, other than the 
floor. You feel uncomfortable to say the least. It’s as if every other person in the store is looking at you like you’re a 
pervert. All you want to do is get out. So what do you do? You rush your wife or girlfriend to hurry up and make up 
their mind so you can get out of there. Now is this what you, the store owner, wants? No. You want people to come 
in, spend as long as they like, so you get the chance to sell them something else. 

Well this particular ladies clothing store in America realised that the longer their customer stayed in their store, the 
greater the chance to make a sale. So they invested just a few hundred dollars, in comfortable armchairs, a big screen 
TV, and a mini bar full of light beers, so that the husbands and boyfriends had something to do while their partners 
‘shopped till they dropped’. 

Now not only do the males prefer going there to avoid the other more 

embarrassing stores, they would actually try to get their partners to stay in the store longer. You see, this store has 
sports playing on the big screen because they know if a man gets enthralled in a game, that they’re not going to want 
to leave. They’ll actually give their partners more money to spend, just so they can keep watching the game! 

So try to put yourself in the shoes of the customer when you look at your store. If the store is not ‘user friendly’, and 
makes some people feel uncomfortable, the chances are you’re losing business. 
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2. Merchandising -You could write a whole manual on this topic alone, but to make 
sure we don’t get too side-tracked, I’ll stick to the basics. 

Writing ‘Killer’ Headlines
Writing a headline for an article, is very similar to writing one for an 
advertisement. Both headlines need to grab the readers attention and 
then sell. Only one sells a product or service, the other sells an idea.

 The headline of any article must sell the reader on the idea that it’s 
worth them taking the time to stop and read through. One of the 
easiest ways for you to get a feel for writing effective headlines for a 
press release, is to buy a number of newspapers and copy their style. 

Writing headlines for different types of stories and businesses, requires 
slightly different styles. If you’re writing for a retail store, your headline 
will be different than if you’re writing for a manufacturing firm. You also 
need to keep in mind where your story is to run, and whether or not you 
want your story to be factual, or antagonistic. 

Headline Starters ... 
This is where you get to write potential headlines for your articles. You’ll get a sharper focus of what you want to 
really say to your readers, as well as learning what makes a headline work ... 

Quotes ... 

Firstly, write two headlines that make use of what someone else has said about your product or service ... 

Here are some examples ... 

Leading authority claims George’s Widgets are the best ... 

George’s Widgets are market leaders, says expert ... 

Now it’s your turn ... 

Leading Authority . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Expert Claims . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Facts ... 
Now, try two headlines using research figures or facts to back up your story... Here are some examples ... 

Research shows that George’s Widgets last longer ... 

Studies prove George’s Widgets are the best in the market ... 
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Now it’s your turn ... 

Research shows . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Studies prove . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Here’s how ...
Next, try two headlines beginning with “Here’s how”... here are some 
good examples ... 

Here’s how George’s Widgets helps you live forever ... 

Here’s how to get the perfect Widget ... guaranteed 

Now it’s your turn ... 

Here’s how . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Here’s how . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Company Name ... 
Next, try two headlines beginning with your “Company Name”... here are some examples ... 

George’s Widget store to extend trading hours

George’s Widget store, to employ 35 locals 

Now it’s your turn ... 

Your company name . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Your company name . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

Announcement ...
Now try two headlines beginning with “Announcement” ... here are some great examples ... 

Announcement to be made on extended trading hours for local retailers

Announcement today on Widget exporters future 

Now it’s your turn .. . 

Announcement . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

Announcement . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

New ... 
Now try two headlines beginning with “New” ... here are some examples ... 

New widgets actually repair themselves 
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New widget set to dominate market 

Now it’s your turn .. . 

New . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

New . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Local ...
Last, try two headlines beginning with “Local” ... here are some examples 
... 

Local manufacturer to export widgets 
Local Widget manufacturer wins top award 

Now it’s your turn ... 

Local . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Local . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
. . . . . . . . . . . . . . . . . . . . . . . 

As I’ve already mentioned, writing headlines for your articles, is very similar to writing headlines for your ads. 
But there are some subtle differences. The best advertising headlines do 3 things - identify the right target market, 
provide benefits and generate enough interest to get them to start reading. 

Let’s look at each one in more depth ... 
Identify The Right Target Market: You need to make sure that your target market see and read your ads. Your 
headline needs to immediately speak to them. There’s nothing wrong with starting your headline with ‘MOTHERS’ 
or even ‘ATTENTION Ladies 37-40 with no children’. Of course, there are other more subtle ways, such as ‘Here’s 
how to make your Ford go faster’ or ‘Help the kids succeed at school this year’. 

Provide Benefits: You need to give your readers reasons to investigate further. Think about it - what is really going 
to make them want to read. A headline such as ‘MEN: How you can have twice as much sex as you’re having now 
... guaranteed’ speaks for itself. What can you say about your product or service - what is the main benefit? Once 
you’ve thought of that, try coming up with some more specific and interesting ways of phrasing it. For example 

‘How you can make an extra £4500 this year and pay off those credit card debts’ is more interesting that ‘How you 
can make more money’. 

Generate Interest: There’s nothing more powerful than curiosity. Compare these two headlines - ‘AMWAY: a new 
future for you’ and ‘How you make £1100 extra per week, by meeting 3 new people a month’. Both are for the 
same company, but one holds more interest value and is more likely to get you reading. Try getting the main benefit 
across without telling the whole story, and getting a bit of mystery in there. Of course, too much mystery can kill 
your whole ad. Who’d read an ad with a headline such as ‘Pure grunt’, ‘Big cheese’ or ‘Stilted’? No-one, as so many 
advertisers have discovered. 

You’ve already written some test headlines for your articles, so now let’s have a go at some for your ads ... 



www.bradsugars.com

7 reasons ... 
Firstly, write two headlines beginning with “7 reasons” ... Here are some 
examples ... 

7 reasons YOU should call George’s Widgets today ... 

7 reasons to get your Widget from George’s ... 

Now it’s your turn ... 

7 reasons . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

7 reasons . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Here’s why ... 
Now, try two headlines beginning with “Here’s why” ... Here are some 
examples ... 

Here’s why George’s is offering YOU a FREE box of Widgets ... 

Here’s why YOU need to call George’s Widgets now ... 

Now it’s your turn ... 

Here’s why . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

Here’s why . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

Here’s how ...
Next, try two headlines beginning with “Here’s how” ... here are some good examples ... 

Here’s how George’s Widgets helps you live forever ... 

Here’s how to get the perfect Widget ... guaranteed 

Now it’s your turn ... 

Here’s how . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

Here’s how . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Announcing ... 
Next, try two headlines beginning with “Announcing” ... here are some examples ... 

Announcing ... a Widget dealer that guarantees your delight ... 

Announcing ... a guaranteed way to lose weight using Widgets ... 

Now it’s your turn ... 

Announcing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

Announcing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
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DON’T ...
Next, try two headlines beginning with “DON’T” ... here are some great 
examples ... 

DON’T take another breath until you read this ... 

DON’T call anyone about Widgets until YOU speak to George’s 

Now it’s your turn ... 

DON’T . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

DON’T . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

New ... 
Next, try two headlines beginning with “New” ... here are some examples ... 

New ... widgets that actually repair themselves 
New cheaper way to buy widgets

Now it’s your turn .. . 

New . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

New . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Now ...
Last, try two headlines beginning with “Now” ... here are some examples ... 

Now available ... home hairdressing kits that your teenage daughter will like 

Now in pre-production ... a movie based on the life of Elvis Presley 

Now it’s your turn ... 

Now . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

Now . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

Offers... 

What works and what doesn’t 
So you’ve written a great headline, an exciting first paragraph and sub-headlines that tell a story. But what are you 
going to do to get your target market to respond? Great articles alone will not work, you need to have a strong offer, 
an offer that you would respond to. 

So what is a great offer? 
When thinking of what to offer your customers ask yourself - ‘If I read this ad, would the offer be good enough to 
make me respond?’ If the answer is no, then go back to the drawing board. Without a great 
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offer, you cannot achieve great results. 

Another thing to consider when coming up with your offer, is the lifetime value 
of the people who respond to your ad. Taking a smaller profit in the short term 
will generally work out better in the long run. 

Here’s some examples of powerful offers ... 
• Free haircut - For a hairdressing salon looking to increase its 
database. 

• 2 Steak Dinners and 2 Glasses of Wine for £10 Restaurant 
recruiting members for its VIP Club. 

• 1 New Release Video and a Large Pizza for £3 - Video store 
promotion to recruit new members. 

All of these offers have a ‘too good to be true’ ring about them and 
are sure to get a great response. Weak offers will cause your ad to fail. 
Understand that your offer is the part of your ad that gets your customers to 
act now, and to buy from you rather than your opposition. 

Here’s some examples of weak offers ...
• 10% Off - This is not a big enough discount to generate interest. Of course, it will depend on the size of the 
purchase. 

• Call now for your free colour brochure - So what? Everyone hands out brochures. Unless the product is 
something incredible, people won’t respond. 

• Buy 9 and get the 10th for 1/2 price - No one would respond to this offer. It’s too small. 

Types of offers ... 
Here are some possible offers that would be worth considering ... 

The Added Value with Soft Dollar Cost ... 
Soft Dollar Cost refers to products, services or added extras that you can combine with your standard product to 
make it more attractive and increase its perceived value, but don’t add much if anything to your costs. 

For this strategy to be effective the added extra must have a high perceived value, in other words your customers 
must see the added benefit as being great value. 

The Package Offer ... 
By packaging products and services together you create a more marketable combination. There is a higher perceived value 
when products or services are packaged. Your customers will want to buy more, simply because of the extra products they 
get when buying a product they already want. 

One of the best examples of a great package is computer equipment. Buy the hardware and receive the software for free. 
This style of offer is very attractive to potential customers. 
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Discounts vs. Bonus Offers ... 
More often than not discounting will cost you profits. A far better way of clearing 
stock and generating extra trade is to have a 2 for the price of 1 sale. Or, try a buy 
one of these and get one of these FREE. The other way of putting this offer is 
every 10th purchase free, or when you spend £100, we’ll give you £20 of your 
next purchase. 

Valued at Offer ...
If you are including a free item in your ad, make sure you value them. 
For example - RING now for your FREE consultation, normally valued 
at £75. This positions your time, product, or service much more than a 
simple free give-away that people won’t value or appreciate. 

Time Limited Offers ... 
Place a time limit on your offer, it will dramatically increase the response rate 
because it gives people a reason to respond right now. Place urgency in your offer ... 
For a short time only ... Call before such and such ... Only while stocks last. These will 
all create a sense of urgency in your consumers mind. 

Guarantee Offers ... 
Using a guarantee offer is a great way to boost the response to your ad. People will be far more willing to part with their 
money if you take the risk out of the buying decision. The better the guarantee you make the higher your response will 
be. 

FREE Offers ... 
Giving away something absolutely free (no catches whatsoever ) is often a brilliant way to build a loyal customer base. 
Offer a “bribe” to get them in the door initially, then great service and products to encourage them to come back. This 
type of offer can reduce your “cost per lead” dramatically. 

Break Even Analysis 
It’s essential that you work out your costs up front. Otherwise, you’ll have no idea what you need to achieve in order 
for the campaign to be worthwhile. You may find out after doing the analysis that the campaign has so little chance of 
success, you need to go back to the drawing board altogether. 

This analysis is for the whole campaign. After you’ve worked out your total fixed costs (for the campaign), you then work 
out your profit (your average dollar sale minus your variable costs), which gives you enough info to work out how many 
responses you need in order to break even. 

Divide this number by the total number of flyers you are planning to send out. This will give you a percentage response 
rate. As a very rough guide (every case is different), anything over 5% is stretching it. If you need that high a response, 
you might need to have another think about it. 

The very best flyers to untargeted lists get around 10%. These are rare results if you need higher than that to break even, 
re-assess whether flyers are the best way to go. 



www.bradsugars.com

Break Even Analysis 

Newsletter Campaign

Hard Costs 

		  Advertising 			   £ ................

		  Envelopes 			   £ ................

		  Paper 				    £ ................

		  Printing 			   £ ................

		  Postage 			   £ ................

		  Other 				    £ ................

1. Total Fixed Costs 				    £ ................

2. Average £££ Sale 				    £ ................

Variable Costs 

		  Telephone 			   £ .............

		  Wages 				   £ ................

		  Electricity 			   £ ................

		  Rent 				    £ ................

		  Brochures 			   £ ................

		  Other Postage 			  £ ................

		  Other 				    £ ................

3. Total Variables 				    £ ................

Delivery Costs 

		  Cost Of Goods Sold 		  £ ................

		  Taxes 				    £ ................

		  Transportation 			  £ ................

		  Packaging 			   £ ................

		  Other 				    £ ................

4. Total Delivery 				    £ ................

5. Net Profit [2/(3+4)] 			   £ ................

6. Response Needed To Break Even (1/5) 	 £ ................
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The 18 Most Asked Questions about 
Working with an ActionCOACH 
Business Coach
And 18 great reasons why you’ll jump at the 
chance to get your business flying and make your 
dreams come true.

 
1. So who is ActionCOACH? 

ActionCOACH is the world’s #1 business coaching firm. Started in 
1993 by founder and CEO Brad Sugars,

ActionCOACH is the fastest growing company of its kind in the world, 
with offices and Business Coaches from Singapore to Sydney to San 
Francisco. From the start, ActionCOACH has been set up with you ... the 
business owner, in mind ...

As an alternative to conventional and costly consulting firms, ActionCOACH 
is designed to give you both short-term assistance and long-term training through its 
affordable and effective mentoring approaches.

After years of workshops, group coaching sessions and one-on-one coaching programs focused on our exclusive 
business building strategies, ActionCOACH has attracted more than 10,000 clients and more than 500,000 
seminar attendees who will attest to the power of our programs …

Based on sales, marketing, and business management systems, ActionCOACH not only shows you how to increase 
your business revenues and profits (often quite dramatically), but also how to develop your business so that you, as 
the owner, can work less, relax more and enjoy business ownership.

Our Business Coaches have substantial business experience, and are fellow business owners who have invested their 
time, money and energy to make their own various business ventures successful.

Your success truly does determine our success.

 

2. And, why do I need a Business Coach? 

Every great performer, whether it is an athlete, business owner or entertainer, is surrounded by coaches or advisors.

As the world of business moves faster and gets more competitive, it’s difficult to keep up with all the changes in your 
industry, in addition to running your business every day.

Just like great athletes find success by following the lead of a coach with a winning game plan, more business owners 
than ever before are turning to Business Coaches to help develop a winning game plan for their businesses.

Why?

First of all, it’s very difficult to be truly objective about yourself.

A Business Coach can be objective for you, and can see the “forest for the trees.”

A sports coach will make you focus on the game and will make you run more laps than you feel like. A good coach 
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will also tell it like it is and will give you small pointers about the game and your 
competition. A great coach will listen and guide you to success.

Likewise, a Business Coach will make you focus on your business and hold 
you accountable to the things you should do and to where you want 
your business to be. A good Business Coach will also be your marketing 
manager, your sales director, your training coordinator, your partner, your 
confidant, your mentor and your best friend.

More importantly, your ActionCOACH will help you make your 
dreams come true.

3. What’s an Alignment Consultation? 

Great question. It’s where an ActionCOACH starts with every 
business owner. You’ll invest a minimum of 2 to 3 hours and your 
ActionCOACH will learn as much as he can about your business, your 
goals, your challenges, your sales, your marketing, your finances, and so 
much more. 

All with three goals in mind: To know exactly where your business is now. To 
clarify your goals both in the business and personally. And thirdly, to get the crucial 
pieces of information he needs to create your businesses Action Plan for the next 12 
months. 

Not a traditional business or marketing plan mind you, but a step-by-step plan of ActionCOACH that you’ll work 
through as you continue with the Mentor Program. 

4. So, what is one-on-one coaching? 

Simply put, it’s one of our most popular programs, and it’s the only program in which your ActionCOACH will 
work with you one-on-one for a full 12-months to make all of your goals a reality.

From weekly coaching calls and goal setting sessions to creating your new marketing pieces, you will develop new 
sales strategies and business systems so you can work less and learn all you need to know to make your dreams come 
true ...

Your monthly investment ensures your ActionCOACH will dedicate a minimum of 5 hours a month to work with 
you on your sales, marketing, team building, business development and every element of the ActionPLAN you 
created during your Alignment Consultation.

Unlike a consultant, your personal ActionCOACH will do more than just show you what to do; he or she will be 
with you when you need them most ... as each idea takes shape, as each campaign is put into place, as you need the 
little pointers to make things happen. Your ActionCOACH will also be there when you need someone to talk to, 
when you’re faced with challenges, or most importantly, when you’re just not sure what to do next.

Your ActionCOACH will be there every step of the way.
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5. Why at least 12 months? 

If you’ve been in business for more than a few weeks, you’ve seen at least one 
or two so-called “quick fixes” ... Most consultants seem to think they can 
solve all your problems in a few hours or a few days. 

At ActionCOACH, we believe long-term success means not just doing it 
for you; it means doing it with you, showing you how to do it, working 
alongside you and creating success together.

Over the course of 12-months, you’ll work on different areas of your 
business.

Each month, you’ll not only see your goals become a reality, you’ll gain 
both the confidence and the knowledge to make it happen again and 
again – even when your first 12-months of coaching is over. 

6. . How can you be sure this will work in my industry and in my 
business? 

ActionCOACH is expert in the areas of sales, marketing, business development, 
business management, and team building … and, with literally hundreds of different 
profit-building strategies, you’ll soon see how truly powerful our systemized approaches are.

Because you are the expert in your business and industry, together we can apply our systems to make your business 
more effective.

Because of our network of more than 1,000 offices around the world, there is not a business, industry or category 
our Business Coaches haven’t either worked with, managed, worked in or even owned that is the same or very 
similar to yours.

Our extensive network means when you hire an ActionCOACH, you hire the full resources of the entire 
ActionCOACH team to find a solution for any and every challenge you may have. Imagine hiring a company with 
the collective knowledge of hundreds of experts ready to help you ...

7. Won’t this just mean more work?

Of course, when you set the plan with your ActionCOACH, it may seem a bit overwhelming, but no one ever said 
attaining your goals would be easy.

In the first few months, it will take some work to adjust to your new plans ... but the further you work into the 
program, the less work you’ll actually have to do.

You will, however, be amazed at how focused you’ll be and how much you’ll get done. 

With focus, an ActionCOACH, and most importantly the ActionCOACH systems, you’ll be achieving a whole lot 
more with the same or even less work and effort.
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8. How will I find the time? 

Again, the first few months will be the toughest, not because of an extra 
amount of work, but because of how differently you’ll work. In fact, your 
ActionCOACH will show you how, on a day-to-day basis, to get more work 
done with much less effort.

In other words, after the first few months you’ll find that you’re not 
working more, just working differently. Then, depending on your goals, 
from about month six onwards, you’ll start to see the results of all your 
work; and if you choose, you can start working less than ever before. 
Just remember, it’s about changing what you do with your time ... 
NOT putting in more time.

9. How much will this cost?

Your investment will depend on the size of your business and the scope 
of our undertaking together. Your ActionCOACH will work this out with 
you so it will be appropriate for your business and the goals you want to 
achieve.

You’ll find having an ActionCOACH is just like having a marketing manager, 
sales team leader, trainer, recruitment specialist and consultant – all for one nominal 
investment.

Everything you do with your personal ActionCOACH is a true investment in your future. Not only will you 
begin to create great results in your business, but you’ll end up with an entrepreneurial education that is second-
to-none. With that knowledge, you’ll be able to repeat your business success over and over again in other ventures.

10. Will it cost me extra to implement the strategies? 

Again, give your ActionCOACH just a half-hour and you’ll be shown how to turn your marketing into an 
investment that yields sales and profits rather than just running up your expenses ...

We have a system that works. We know how to achieve our goals and can now leave our business and go on 
lengthy holidays.

In most cases, an ActionCOACH will actually save you money when that coach discovers areas that aren’t 
working for you or your business. For some marketing programs, you will need to spend some money to make 
some money.

Yet, when you follow our simple testing and measuring systems, you’ll never risk more than a few dollars on each 
campaign.

And when we find the campaigns that work, we make sure you keep profiting from them time and again.

Remember, when you default to the accounting way of saving costs, you can only add a few percentage points to 
your bottom line ...

Following the ActionCOACH formulas, your returns from your sales and marketing can be exponential.
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11. Are there any guarantees? 

Yes! As the leading coaching company in the world, we are also the only 
coaching company of any kind to guarantee our work ... and that you will  
get results!

Remember, though we are still your Business Coach … and we can’t do 
your work for you. You´re still the player, and it will always be up to you 
to take the field.

We will push you, cajole you, help you, be there for you, and even do 
some things with you … but in the end you´ve still got to do the work.

Ultimately, only YOU can ever be truly accountable and responsible for 
your own success.

We will guarantee to provide the best service and support available, to 
answer your questions and challenges promptly, and offer you the most 
current and appropriate processes and approaches.

Finally, we are fully committed to helping you become successful (whether 
you like it at the time) or not.

That´s right. Once we´ve helped you set your goals and create your plan, we´ll 
do whatever it takes to make sure that you achieve your goals … at the same time 
promoting a balanced lifestyle as an overriding theme in all we do.

This is to ensure you never compromise either the long-term health and success of your or your company, or your 
personal values and what´s most important to you.

12. What results have other business owners seen?

Everything from owners previously working 60 hours a week down to working just 10 ... right through to revenue 
increases 100’s and even 1,000’s of percent. Our results speak for themselves, and are highlighted by specific examples 
featuring real people with real businesses ... getting really great results.

There are three main reasons why this will work for you and your business. First, your ActionCOACH will help you get 
100% focused on your goals and the step-by-step processes to get you there. This focus alone is amazing in its effect on 
you and your business results.

Second, your ActionCOACH will hold you accountable to get things done, not just the day-to-day running of the 
business, but for the dynamic growth of the business. You’re making an investment in your success – and we’re going to 
get you there.

Third, your ActionCOACH is going to teach you as many of our 328 profit building strategies as you may need.

So, whether your goal is to make more money, or work less hours ... or, both ... within a period of the next 12-months 
your goals can become a reality.

But don’t take our word for it. Just ask any  of the thousands of existing ActionCOACH clients, check out the results 
on our website or ask your ActionCOACH for a copy of our global testimonial DVD “Action Speaks Louder Than 
Words.”

13. What areas will you coach me in? 



www.bradsugars.com

We will work with you in five key areas … and the emphasis in each will depend on 
you, your business, and of course, your goals. 

These key areas are:

• Sales – The backbone for creating a profitable business, and one of the areas 
we’ll help you get spectacular results in.

• Marketing & Advertising – If you want to make a sale, you’ve first got 
to find a prospect.

Over the next 12 months your ActionCOACH will teach you 
amazingly simple, yet powerful, streetwise marketing techniques and 
approaches that will drive profits.

• Team Building & Recruitment – You’ll never just wish to find the 
right people again. You’ll have motivated, passionate, enthusiastic, and 
loyal team members for your business when your ActionCOACH shows 
you how.

• Systems & Business Development – End the hopeless cycle of “the 
business running you” and begin running your business. We will show you 
the secrets of having your business “work” … even when you’re not there.

• Customer Service – Discover how to deliver your product or service consistently, 
making it easy for your customers to buy and leaving them feeling delighted with your service. 
Learn new ways to motivate your current customers to give you referrals and to ensure their repeat business. These are 
just two of the many strategies we will teach you.

14. Can you also train my people?

Yes ... in fact, we believe that training your people is almost as important as coaching you.

Your ActionCOACH can provide you and your business with many different training modules, including TeamRICH, 
SalesRICH, PhoneRICH and ServiceRICH. You’ll be amazed at how much enthusiasm and commitment comes from 
your team as they experience each of our training programs.

15. Can you write ads, letters and marketing pieces for me? 

Yes ... your ActionCOACH can do it for you. Your ActionCOACH can also train you to do it yourself, or simply 
critique the marketing pieces you’re using right now ...

Should you want us to do it for you, you won’t get just one piece. We’ll design several for you to take to the market 
to test which one is the best performer. If it’s just a critique you’re after, we’ll work through your piece and offer 
feedback in terms of what to change, how to change it and what else you should do to make it effective. Finally, we can 
recommend a variety of books or resource materials which provide a “home study” opportunity for you so you’ll know 
how to do it yourself next time.
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16. Why do you also recommend books and DVDs?

We do this to save you both time and money. You can learn the basics in 
your own time so when we get together we’ll be working on higher level 
implementations rather than the basics …

It’s also a very powerful way for you to speed up the coaching process and 
get phenomenal – rather than just great – results.

17. When is the best time to get started? 

Right now! Before you take another step, waste another dollar, lose 
another sale, work too many more hours, miss another family event, or 
forget another special occasion, you need to call ActionCOACH today.

Far too many business people wait and see … mistaken in thinking that 
working harder will make everything better. Remember, what you know 
got you where you are today. To get where you want to go, you’ve got to 
make some changes and most likely, you’ll have to learn something new ...

There’s no time like the present to get started on your dreams and goals ...

18. So, how do we get started?

First ... you need to get back in touch with your ActionCOACH ... there’s some very simple paperwork to sign and 
you’re on your way ...

Next, you’ll need to invest a few hours showing your coach everything about your business.

Together you’ll get a plan created – and then the work really starts!

Remember, it may seem like a big job at the start, but with an ActionCOACH, you’re sharing the load. 

Together, we’ll achieve great things!
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Here’s what others say about what happened after 
working with an ActionCOACH Business Coach 
Paul and Rosemary Rose—Icontact Multimedia 

“Our ActionCOACH showed us several ways to help market our product. 
We went on to triple our client base and simultaneously tripled our 
profits in just seven months. It was unbelievable! Last year was our best 
Christmas ever. We were really able to spoil ourselves!” 

S. Ford—Pride Kitchens 

“In 6 months, I’ve gone from working more than 60 hours per week 
in my business to less than 20, and my conversion rate’s up from 19 
percent to 62 percent. I’ve now got some life back!” 

Gary and Leanne Paper—Galea Timber Products 

“We achieved our goal for the 12 months within a 6-month period with 
a 100 percent increase in turnover and a good increase in margins. We 
have already recommended and will continue to recommend this program to 
others.” 

Russell, Kevin, John, and Karen—Northern Lights Power and Distribution 

“Our profit margin has increased from 8 percent to 21 percent in the last 8 months. ActionCOACH coaching focussed 
us on what are our most profitable markets.” 

Ty Pedersen—De Vries Marketing Sydney 

“After just three months of coaching, my sales team’s conversion rate has grown from an average of less than 12 percent 
to more than 23 percent and our profits have climbed by more than 30 percent.” 

Hank Meerkerk and Hemi McGarvey—B.O.P. School of Welding 

“Last year we started off with a profit forecast, but as soon as we got ActionCOACH involved we decided to double our 
forecast. We’re already well over that forecast again by two-and-a-half times on turnover, and profits are even higher. 
Now we run a really profitable business.” 

Stuart Birch—Education Personnel Limited 

“One direct mail letter added $40,000 to my bottom line, and working with ActionCOACH has given me quality time 
to work on my business and spend time with my family.” 

Mark West—Wests Pumping and Irrigation 

“In four months two simple strategies have increased our business more than 20 percent. We’re so busy, we’ve had to 
delay expanding the business while we catch up!” 

Michael Griffiths—Gym Owner 

“I went from working 70 hours per week in the business to just 25 hours, with the rest of the time spent working on 
the business.” 
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Cheryl Standring—In Harmony Landscapes 

“We tried our own direct mail and only got a 1 percent response. With 
ActionCOACH our response rate increased to 20 percent. It’s definitely worth 
every dollar we’ve invested.” 

Jason and Chris Houston—Empradoor Finishing 

“After 11 months of working with ActionCOACH, we have increased 
our sales by 497 percent, and the team is working without our having to 
be there.” 

Michael Avery—Coomera Pet Motels 

“I was skeptical at first, but I knew we needed major changes in 
our business. In 2 months, our extra profits were easily covering our 
investment and our predictions for the next 10 months are amazing.” 

Garry Norris—North Tax & Accounting 

“As an accountant, my training enables me to help other business people 
make more money. It is therefore refreshing when someone else can help 
me do the same. I have a policy of only referring my clients to people who are 
professional, good at what they do, and who have personally given me great service. 
ActionCOACH fits all three of these criteria, and I recommend ActionCOACH to my 
business clients who want to grow and develop their businesses further.” 

Lisa Davis and Steve Groves—Mt. Eden Motorcycles 

“With ActionCOACH we increased our database from 800 to 1200 in 3 months. We consistently get about 20 new 
qualified people on our database each week for less than $10 per week.” 

Christine Pryor—U-Name-It Embroidery 

“Sales for August this year have increased 352 percent. We’re now targeting a different market and we’re a lot more 
confident about what we’re doing.” 
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Here’s how you can profit from all 
of Brad’s ideas with your local 
ActionCOACH Business Coach

Just like a sporting coach pushes an athlete to achieve optimum 
performance, provides them with support when they are exhausted, 
and teaches the athlete to execute plays that the competition does not 
anticipate. 

A business coach will make you run more laps than you feel like. A 
business coach will show it like it is. And a Business Coach will listen. 

The role of an ActionCOACH Business Coach is to show you how to 
improve your business through guidance, support, and encouragement. 
Your coach will help you with your sales, marketing, management, 
team building, and so much more. Just like a sporting coach, your 
ActionCOACH Business Coach will help you and your business perform at 
levels you never thought possible. 

Whether you’ve been in business for a week or 20 years, it’s the right time to meet 
with and see how you’ll profit from an ActionCOACH. 

As the owner of a business it’s hard enough to keep pace with all the changes and innovations going on in your 
industry, let alone to find the time to devote to sales, marketing, systems, planning and team management, and then to 
run your business as well. 

As the world of business moves faster and becomes more competitive, having a Business Coach is no longer a luxury; 
it has become a necessity. Based on the sales, marketing, and business management systems created by Brad Sugars, 
your ActionCOACH is trained to not only show you how to increase your business revenues and profits but also how 
to develop your business so that you, as the owner, can take back control. All with the aim of your working less and 
relaxing more. Making money is one thing; having the time to enjoy it is another. 

Your ActionCOACH Business Coach will become your marketing manager, your sales director, your training 
coordinator, your confidant, your mentor. In short, your ActionCOACH will help you make your business  
dreams come true. 

So contact your local ActionCOACH office to discover how our team can help you increase your income today! 
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ATTENTION BUSINESS OWNERS 
You can increase your profits now 

Here’s how you can have one of Brad’s ActionCOACH Business Coaches 
guide you to success. 

Like every successful sporting icon or team, a business needs a coach 
to help it achieve its full potential. In order to guarantee your business 
success, you can have one of Brad’s team as your business coach. You 
will learn about how you can get amazing results with the help of the 
team at ActionCOACH. 

The business coaches are ready to take you and your business on a 
journey that will reward you for the rest of your life. You see, we believe 
Action speaks louder than words. 

Complete and post this card to your local ActionCOACH office to 
discover how our team can help you increase your income today! 

ActionCOACH 

The World’s Number-1 Business Coaching Team

Name .........................................................................................................................................................................

Position ......................................................................................................................................................................

Company ...................................................................................................................................................................

Address ......................................................................................................................................................................

...................................................................................................................................................................................

Country .....................................................................................................................................................................

Phone ........................................................................................................................................................................	 

Fax .............................................................................................................................................................................	

Email .........................................................................................................................................................................

Referred by ................................................................................................................................................................
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How do I become an ActionCOACH 
Business Coach? 
If you choose to invest your time and money in a great business and you’re 
looking for a white-collar franchise opportunity to build yourself a lifestyle, 
an income, a way to take control of your life and, a way to get great 
personal satisfaction … 

Then you’ve just found the world’s best team! 

Now, it’s about finding out if you’ve got what it takes to really enjoy 
and thrive in this amazing business opportunity. 

Here are the 4 things we look for in every ActionCOACH: 

1. You’ve got to love succeeding 

We’re looking for people who love success, who love getting out there 
and making things happen. People who enjoy mixing with other people, 
people who thrive on learning and growing, and people who want to charge 
an hourly rate most professionals only dream of. 

2. You’ve got to love being in charge of your own life 

When you’re ready to take control, the key is to be in business for yourself, but not by yourself. 
Action’s support, our training, our world leading systems, and the backup of a global team are all waiting to give you 
the best chance of being an amazing business success. 

3. You’ve got to love helping people 

Being a great Coach is all about helping yourself by helping others. The first time clients thank you for showing them 
step by step how to make more money and work less within their business, will be the day you realize just how great 
being an ActionCOACH Business Coach really is. 

4. You’ve got to love a great lifestyle 

Working from home, setting your own timetable, spending time with family and friends, knowing that the hard work 
you do is for your own company and, not having to climb a so-called corporate ladder. This is what lifestyle is all about. 
Remember, business is supposed to give you a life, not take it away. 

Our business is booming and we’re seriously looking for people ready to find out more about how becoming a member 
of the ActionCOACH business coaching team is going to be the best decision you’ve ever made. 

Apply online now at www.actioncoachfranchise.com 
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Here’s how you can network, get new leads, build 
yourself an instant sales team, learn, grow and build a 
great team of supportive business owners around you 
by checking into your local ActionCOACH  
ProfitCLUB 

Joining your local ActionCOACH ProfitCLUB is about more than 
just networking, it’s also the learning and exchanging of profitable 
ideas. 

Embark on a journey to a more profitable enterprise by meeting with 
fellow, like-minded business owners. 

An ActionCOACH ProfitCLUB is an excellent way to network with 
business people and business owners. You will meet every two weeks 
for breakfast to network and learn profitable strategies to grow your 
business. 

Here are three reasons why  ActionCOACH ProfitCLUBs work where other 
networking groups don’t: 

1. You know networking is a great idea. The challenge is finding the time and 
maintaining the motivation to keep it up and make it a part of your business. If you’re 
not really having fun and getting the benefits, you’ll find it gets easier to find excuses that stop you going. So, we 
guarantee you will always have fun and learn a lot from your bi-weekly group meetings. 

2. The real problem is that so few people do any work “on” their business. Instead they generally work “in” it, until 
it’s too late. By being a member of an ActionCOACH ProfitCLUB, you get to attend FREE business-building 
workshops run by Business Coaches that teach you how to work “on” your business and avoid this common pitfall 
and help you to grow your business. 

3. Unlike other groups, we have marketing systems to assist in your groups’ growth rather than just relying on you 
to bring in new members. This way you can concentrate on YOUR business rather than on ours. 

Latest statistics show that the average person knows at least 200 other contacts. By being a member of your local 
ActionCOACH ProfitCLUB, you have an instant network of around 3,000 people 

Join your local ActionCOACH ProfitCLUB today. 

Apply online now at www.actionprofitclub.com 



www.bradsugars.com

LEVERAGE—The Game of Business 
Your Business Success is just a Few Games Away 

Leverage—The Game of Business is a fun way to learn how to succeed in 
business fast. 

The rewards start flowing the moment you start playing! 

Leverage is three hours of fun, learning, and discovering how you can 
be an amazingly successful business person. 

It’s a breakthrough in education that will have you racking up the 
profits in no time. The principles you take away from playing this game 
will set you up for a life of business success. It will open your mind to 
what’s truly possible. Apply what you learn and sit back and watch your 
profits soar. 

By playing this fun and interactive business game, you will learn: 

• How to quickly raise your business income 

• How business people can become rich and successful in a short space of time 

• How to create a business that works without you 

Isn’t it time you had the edge over your competition? 

Leverage has been played by all age groups from 12-85 and has been a huge learning experience for all. The most 
common comment we hear is: “I thought I knew a lot, and just by playing a simple board game I have realized I have a 
long way to go. The knowledge I’ve gained from playing Leverage will make me thousands! Thanks for the lesson.” 

To order your copy online today, please visit www.bradsugars.com                                        



We Guarantee to get results, and that you’ll be able to “Find our Fee” in your business 
within 17-weeks of ActionCOACH coaching your company … or your coaching is FREE.                                                                                    

Our coaching programs have been tested and proven all over the world, so when you hire an 
ActionCOACH, you WILL get results. Whether it is in terms of more time, a better team or 
more money … if you are making a good-faith effort and doing the required work assigned 
to you; you attend all coaching sessions and agreed-upon events and workshops and you 
complete all of your committed decisions and homework assignments on agreed-upon dates 
… and you are STILL not satisfied or seeing results by the 17th week, we will coach you 
FREE until you do … no questions asked!

We Guarantee to tell the truth about you and your business … no matter how 
uncomfortable it may be, or how hard it is to share with you the realities of your 

business and the changes you need to make.  
When you hire an ActionCOACH, you will have the “unreasonable friend” and personal business 
mentor you and your business need to succeed. You will be held accountable for everything you say 
you will do, and your business will get the push it needs so you can get the results you really want in 
your business.

We Guarantee you a “business re-education” about how your business really works and how to successfully grow 
your company … as well as how to apply your new education and knowledge to any business situation.

Your ActionCOACH will guide you with proven systems and strategies designed to give you a “business re-education” that will allow you to 
profit in terms of more time, better team and more money. Not only will you be able to unlock the true growth potential of your company, 
you’ll be in the “driver’s seat” of your own business, equipped with a “map” and a “license” to take it and drive it wherever you want to go, 
with ActionCOACH by your side.

We Guarantee complete confidentiality …
Our working relationship will involve a level of trust and understanding about the proprietary nature of our coaching strategies and 

the proprietary aspects of the numbers and nature of your business. Because of this, we guarantee a confidential business relationship with 
you during the course of our work together.

We Guarantee a personalized approach to your business …
You and your business are unique. Because you are relying on our experience in working with businesses of all kinds, you can be 

assured you will have a clear understanding of the nature of any program we recommend, and that your expectations will be properly 
managed as to anticipated outcomes and results.

We Guarantee a proven system and methodology that is designed to multiply profits in your business, with complete 
access to our proprietary system of coaching strategies, systems, programs and services …

Not only will you be shown a number of systemized ways to successfully build your business, you will also have complete and exclusive 
access to more than 3,500 strategies and tactics that make up our entire proprietary business coaching system.

We Guarantee to show you how ActionCOACH defines business success, and how to build a commercial, profitable 
enterprise that works without you.

Even if you are an owner who loves business and who loves working “in” your business every day, ActionCOACH will show you how to 
build a company you can work “on” whether you show up every day or not. Regardless of your ultimate goals, you will learn the strategies, 
systems and advantages of the ActionCOACH definition of a successful business.
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Australia . Barbados . Belgium . Brazil . Canada . Chile . China . Columbia . Costa Rica . Curacao . Dominica . Dominican Republic . Ecuador . England . France 
Germany . Hungary . India . Indonesia . Ireland . Jamaica . Kenya . Malaysia . Martinique . Mexico . Namibia . New Zealand . Nicaragua . Nigeria . Northern 
Ireland . Portugal . Scotland . Singapore . South Africa . Spain . Suriname . USA . Venezuela . Wales

AMERICAS
5781 S. Fort Apache Rd
Las Vegas, Nevada 89148, USA
Ph: +1 702 795 3188
usa@actioncoach.com

ASIA PACIFIC
1/44 Borthwick Avenue
Murrarrie QLD 4172
Ph: +61 7 3900 5500
australia@actioncoach.com

LATIN AMERICA
Ricardo Margain 201-19
Plaza Santa Engracia
Colonia Santa Engracia Garza Garcia
Nuevo Leon 66267 Mexico
Ph: +52 818 335 8194
mex@actioncoach.com


